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To you, whose success has 
made ours possible, we wish a 
happy New Year. 


May the rays of Good 
Fortune focus on you in 192]. 


May your joys be as brilliant 
as the Velostigmat. And your 
sorrows as soft and elusive as 
the V erito. | 


The Wollensak Folks 
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Published Bi-Monthly for and in the interest of Wol- 
lensak dealers by the Promotion of Trade Department 


Vol. IX January - 1921 - February Ne:/4 


A Message from the G. M. 


*%S has been my custom in years 
past, it is again my earnest desire 
to convey a wish to all our good 
friends, the dealers, for a Happy 
and Prosperous New Year. 





In entering the new year, we believe we 
can do so with greater hope and better 
spirit than in many years due to a change 
from a past which never has been and pos- 
sibly never will be surpassed. It is due to 
this change that such a feeling now pre- 
vails for conditions are taking a more nor- 
mal aspect and although still somewhat 
unsettled, optimism reigns for the future 
both as to a certainty of demand and pro- 
duction. 


“Grateful” expresses our sentiments 
mildly for the co-operation and patience 
shown on your part in spite of our inability 
to make deliveries as desired. Consequent- 
ly, we feel greatly indebted, and obligated 
to give you the best service possible in the 
future. Details we do not believe to be 
necessary, for you certainly were familiar 
with these conditions which were trying 
ones indeed. 


Mention, however, of one point which we 
believe looms conspicuously may be of 
interest, that is, the unprecedented demand 
for our product. It is gratifying to note, 
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as we go over our records, that the year 
just past, eclipsed any previous. For this 
we feel we must be thankful to a great 
extent to our good friends, the dealers. 


This is the position Wollensak Lenses 
have attained in the photographic world 
today confirmed by the writer’s personal 
experience at the largest photographic con- 
vention held in the year past. I have 
attended many such conventions in years 
gone by but due to the War and the pres- 
sure of business of the past few years, this 
was not again possible until only recently, 
when I was more than surprised at the easy 
manner in which Wollensak Lenses could 
be sold. In years past, it was a big’ and 
hard task to convince the average pur- 
chaser of the quality of our product, but 
today he knows all about it by the time he 
makes up his mind to purchase, which in a 
way we believe is due to the constant 
efforts of this Company to interest and in- 
form the photographic world of our pro- 
duct and due to the reputation we have 
established. 


Because of the unprecedented demand 
and the excellent business enjoyed in prior 
years, we now feel most firmly entrenched. 
We feel that the future has still better 
business in store for you and for us and 
we are firmly convinced that with your co- 
operation, this can be accomplished. In 
turn, you can rest assured we will do 
everything possible to stimulate such a 
condition. You will have our earnest co- 
operation, our untiring efforts to maintain 
a product of a quality that can justly be 
termed “the acme of perfection.” 


In this respect, do not consider us self- 
satisfied for there is no greater pleasure 
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than the receipt of advice or suggestions 
from our dealers on anything that we 
manufacture. This will certainly at all 
times be taken in the spirit in which it is 
intended, a co-operative spirit which up to 
this date has worked out with such won- 
derful and mutual satisfaction. 


With all this in order, it is my further 
desire and wish that the spirit of confidence 
that has manifested itself in our relations 
with you, may continue to grow. 


Cordially yours, 


Gen. Mer. 


Cee 


...selling Points... 
VERSAR PORTRAIT AND VIEW F:6 


1. Moderate in price. 

2. Good for allround 
work where’ extreme 
speed and detail are not 
essential. 

3. Convertible. Single 
element twice focal 
length of doublet. 

4. Ideal for enlarg- 
ing. 
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Digging Deeper 


A story based on facts, that YOU can 
apply to YOUR business 


With many photo supply houses, it is 
often a difficult undertaking to get their 
whole sales force together at the home 
office. But by careful planning of route 
sheets, Dick, the sales manager of the 
National Photo Supply Co., had succeeded 
in assembling the firm’s traveling men for 
a sort of sales convention. 


“We’ve gotten you together, fellows, for 
a council of war—a reg- 
ular old-fashioned pow- 
wow,” said Dick by way 
of explanation. “The 
chief has been doing 
some heavy thinking and 
planning the last few 
days and together we’ve 
worked out some new 
ideas that will mean 
more business — more 
sales for every one of you. But lets go in 
and hear his story first.” 


Dick led the way to the manager’s office 
and opened the door for his alert group of 
traveling men. The chief smiled a cheery 
welcome. 


“Hello, boys,’ he said, “sit down and 
make yourselves comfortable. Seems like 
‘Old Home Week’ to have you all together 
like this. 

“T don’t know what Dick has already told 
you of our plans, but I’ll begin at the 
beginning. 
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“First let me say that I think we have 
the liveliest crew of salesmen in the coun- 
try. I think every mother’s son of you 
could sell B. V. D’s. to esquimaux if you 
wanted to.” The chief’s words of praise 
smoothed the way for the flaying that 
followed. 


“But, men you're getting soft. Selling 
has been too easy the past two or three 
years. Money has been plentiful, merchan- 
dise scarce, and in order to sell, it was only 
necessary to have the stuff to deliver. As 
you know, there has existed, what we call 
a ‘sellers’ market’. This condition is rapid- 
ly changing to a ‘buyers’ market’. 


“Competition is going to be more keen. 
Business will see the survival of the fittest. 
And you men, to make good, must be not 
only agreeable order-takers, but aggres- 
sive salesmen as well. The situation is not 
at present acute, but we must now strive 
for the greatest selling efficiency, in order 
to be the more secure in our position when 
things tighten up. 


“T shall expect to see just as many 
orders for stock merchandise like papers, 
chemicals, folders and so on. But I shall 
also expect to see more orders for photo- 
graphic accessories, such as lenses, lights 
and dryers. Of course, this will mean 
greater effort on your part,—more real 
salesmanship. 


“To make it easier for you we plan to 
use some novel sales methods. Dick has 
worked out the plan so I’ll let him explain 
it.” 

Dick’s record of accomplishment with the 
stock-house was such that he commanded 
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the respect of all his associates. His ideas 
invariably proved practical and effective of 
results, so they listened attentively as he 
explained his plan. 


“Don’t think from what the chief said 
that I’m going to spring any revolutionary 
ideas,” said Dick. “This plan is as old as 
the moon and is merely the application of 
some of the fundamental principles of 
salesmanship. 


“You fellows who have sold hand cameras 
behind the counter know that once you get 
the camera in the hands of the prospect 
the sale is half made. You know that if 
you let him operate it, put it in his pocket, 
handle it and play with it, you are foster- 
ing desire and pride of ownership—incen- 
tives to buying. 


“You know that it is a lot easier to sell 
a man any product when you can show him 
the actual merchandise rather than a 
printed description of it and a _ picture. 
Selling from a catalog is a frequent prac- 
tice but not the most effective,—especially 
when you are creating sales. 


“But why not apply these principles—so 
effective in our store—to selling on the 
road? There are numerous products like 
folding retouching frames, print timers, 
rubber gloves, lenses and other compact 
accessories that could very easily be 
featured from time to time. 


“Probably lenses adapt themselves better 
to this mode of selling than anything we 
carry. Most of them are compact—and 
when you’ve made a sale it amounts to 
something worth while. 
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“*After we had made prints 
it was merely a matter of 
which size lens would be 


best.’’ 





“This plan isn’t mere pretty theory. I’ve 
proven its real practical possibilities by 
actual test. Harrison and I each took with 
us a 14% in. Verito Lens with flanges fitted 
to the most popular front boards, when we 
made our last trip. We also had a few 
prints showing Verito quality. We sold 
five lenses without any trouble—yes, so/d 
’em, for the photographers that bought 
them never before realized what the lens 
would do. 


“It was no work at all, when once we 
had the lens mounted on the camera and 
the photographer saw the beautiful quality 
of image. Then we let him take a picture 
of us and we’d take one of him. After we 
developed the negatives and made prints, 
it was merely a matter of which size lens 
would be best. Usually, they appreciated 
the advantage of the 18 in. focus with its 
better perspective, and ordered accord- 
ingly.” 

“Where do we get the specimen prints?” 
queried one of the men. 


“The best place to get them is from your 
own customers,” answered Dick. “The 
company is, of course, willing to supply 
them, but it makes a much bigger impres- 
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sion on a man if you can show him what 
John Jones in a neighboring town is doing 
with identically the same outfit. It makes 
the whole proposition more real to him and 
emphasizes his need. 


“T want all you fellows to take a Verito 
with you the next time you cover your 
territory. Then we'll follow that up with 
Series III Wide Angle Velostigmats and 
other types. We can work other little 
accessories at the same time and also take 
orders for regular stock requirements. 


“Before you take a lens out it would be 
advisable to put it on a camera and take a 
few pictures so you’ll know how much to 
stop down, what lighting to give, ete. 


“Fellows, the chief has the right slant 
on things. We’ve been only scratching the 
surface. From now on, we’re going to dig, 
—dig deeper until we hit bed rock.” 


CCE 


Dick’s plan 1s based on the actual experience of 
one of our dealers, who gave three of his salesmen 
prints made with the Series III Wide Angle Velostig- 


mat. With the aid of the prints alone, these men 


sold six lenses and three more were sold in the store— 
nine wide angle lenses in all. That's real sales- 
manship. 


~~, 
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Versar Enlarging Lens 


There has long existed a need for an 


enlarging lens of good quality and moder- 


ate price. Many dealers have quickly 
recognized the value of the Versar as an 
enlarging objective, ordering in quantities 
and listing it as standard equipment with 
different types of enlarging outfits. They 
find a ready market for the Versar in 
work of this kind, its inexpensiveness and 
the excellent quality of work that it pro- 
duces, presenting a popular appeal. 

In order to emphasize the value of the 


Versar in enlarging work, we will supply 
this lens, bearing the special engraving on 
the name ring “Versar Enlarging Lens.” 
We especially recommend the use of this 
special engraving when the Versar is 
ordered for use on any of the standard 
enlarging outfits. 


While the Versar Enlarging Lens is our 
standard Versar outfit, selling at the same 
price, we think that the use of this special 
name will serve to make selling easier for 
the dealer, emphasizing, as it does, the 


suitability of the lens for enlarging work. 
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Odds and Ends 


LENSOLOGY COVERS for 1921 are to 
be entirely of a photographic nature. We 
have some mighty interesting photos for 
forthcoming issues. eae for them. 


THIS MONTH’S COVER is just an ordi- 
nary 2%,x3% negative, enlarged through 
the Verito. Subject “executed” by the 
editor in Prospect Park, Brooklyn. 


WE DON’T TELL THE WORLD our 
Velostigmats are “best.” Our customers 
do that for us. 


LENSOLOGY SUBSCRIPTION renewal 
cards are enclosed with this issue. As a 
matter of form, we like you to assure us 
year by year, that you want it to keep 
coming. We don’t want to drop your name. 
So send the card. 


*k * 


LENS SALES can be increased by read- 
ing Lensology and following its sugges- 
tions. Slip it in your pocket and read it 
when you can. We hope to make this 
year’s Lensology better than ever. 


* oF 


DEALERS CONTRIBUTE! These pages 
are yours! Why not use them more often 
for the interchange of ideas with your fel- 
low dealers? If you have an ax to grind, 
a message to convey, apr 4 is at your 
service. 
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THE RICE LEADERS of the World As- 
sociation, 225 Fifth Avenue, New York 
City, offers to send on request to any of 
our dealers a facsimile reproduction of the 
Wollensak membership certificate. It is 
exquisitely engraved on heavy white bristol 
board with gold edge. The emblem is em- 
bossed in nine colors. The certificate is 
9 in. x 18% in. in size, handsome in design, 
and when framed is truly a thing of beauty. 
Send them a card for a copy. 


THIS CERTIFICATE IS USEFUL as 
well as ornamental. Your prospective cus- 
tomer for a Woliensak Lens will be more 
inclined to buy, when you can point to the 
principles of business integrity by which 
we, the manufacturers, are governed. 


eK as 


AGENCY SIGNS, reproducing our trade- 
mark emblem, let the buyer know that you 
sell Wollensak ‘Lenses. We still have a 
few of our decalcomania agency signs left. 
Did you ever get your copy? 


ime Help! 

Ss, we want your 
hake And in helping us, 
you help yourself too. 
Read how—page 15. 


: 
| 
: 
a al 
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“I Can’t Afford It Now” 


How do You Meet This Objection? 


There is many a slip between the 
interested prospect and the com- 
pleted sale. Yes, too many slips that 
mean lost business for the dealer. 


There is no denying the economy 
of purchasing a high class lens, such 
as our Vitax or Velostigmat. The 
slightly greater initial cost is an in- 
vestment in higher speed and better 
quality. 

However, there are many cus- 
tomers with whom price is a genuine 
obstacle. They need a lens, want the 
best, and because they cannot afford 
it, go without. They sacrifice con- 
venience and better workmanship 
even when there are inexpensive 
lenses that would much _ better 
answer the purpose than the ones 
they use. 


You undoubtedly have many cus- 
tomers of this character to whom 
you may have endeavored to sell the 
Velostigmat or Vitax. Perhaps you 
have been unable to make them see 
the wisdom of such an investment. 
But have you told them of the Vesta 
and Versar, the two unassuming 
members of the Wollensak family? 
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PORTRAIT LENS F:5. 


AN INEXPENSIVE 
STUDIO OBJECTIVE 


Made of the finest 
imported giass 


carefully ground, 
polished and mounted. 


Built on modification ofthe PETZVAL FORMULA 
thus givi “ROUNDED” or “STEREOSCOPIC effect 


so desired in portraiture. 


SIZES~ 3%x4% rec 8x10 
PRICES~ $21.00 to $72.00 


“ONE OF THE COMPLETE LINE” 
COMPLETE CATALOGUE ON REQUEST, 


‘Gute Wellensar 
Optical Company 


ROCHESTER NEW YORK. 





Have you endeavored to demonstrate 
that there are some good lenses 
which do not require three figures to 
write the price? 
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The especially desirable objective for VIEW WORK- 
HOME ORTRAITURE- and as a STUDIO LENS 
for PORTRAITS . GROUPS. etc. 


Iis compactness — speed and versatility makes ila 
most desirable equipment 


SIZES - 4*5 1ro 17*120 
It is Pe ar ne Ore es one of 


he complete line w 


it 
A LENS FOR. EVERY PURPOSE “ 
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We have been centering our efforts 
particularly on our:products. ‘of 
higher price and quality. You, too, 
have seen the wisdom of featuring 
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the best. However, let’s not forget 
the less prominent members of the 
family. 

When your customer needs a lens, 
by all means sell him one. It helps 
his business, it helps yours and it 
doesn’t do ours any harm. 


CVE 
50-50 


Life is pretty much of a 50-50 
proposition, isn’t it? If a man sows 
thistle, he reaps thistles. And if he 
sows wheat, he reaps wheat. For 


the eternal law of compensation ever 
holds good. 


We folks here at the Wollensak 
plant have sown the seeds of good 
will, hoping to reap good will, and we 
have not been disappointed. We have 
tried to give a full measure of co- 
operation and you, our dealers, have 
reciprocated. 


Once again, I am asking you to 
help us in order that our efforts to 
help you may be more effective. I 
am asking you for a few minutes 
thought—and some information. 


Here’s the idea in the proverbial 
nut-shell. We want pictures—lots 
15 
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of ’°em. Amateur and professional, 
pictorial and commercial, portraits 
and views. You can help us get 
them, for you know the men that are 
making the good pictures. If you 
can’t induce them to send us speci- 
mens, won’t you give us their names 
and address? Thanks, I knew you’d 
help. 


A new catalog will be under way 
before many months. We plan to 
make it a “humdinger’’—the best we 
ever put out. We want it to sell 
more lenses for you. But to make it 
a success, the best of photos are 
needed. 


Just tell your steno to look up your 
lens records, then drop us a line, 
giving us the desired information. 


Yours with the season’s greetings, 


‘ Manager 
Promotion of 
TradeDepartment 
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